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ABSTRACT
The sports industry in the United States will bring in an
estimated $400 to $425 billion in 2011 (Plunkett Research,
Ltd, 2011). Of the overall revenue, $10 billion is derived from
premium seating. Unlike general admission and television
revenue, income from premium seats is not usually shared
with other teams in the league (Miller & Washington, 2010).
Premium seating revenue makes a significant contribution to
the overall revenue stream of sports organizations. In the
2010-2011 seasons, there were a total of 12,527 luxury suites
across all the professional sports venues within the National
Football League (NFL), National Basketball Association
(NBA), Major League Baseball (MLB) and National Hockey
League (NHL) (ALSD, 2010). Premium seats also benefit the
teams because most seats are purchased through a multiyear contract where the team receives payment upfront,
which is crucial where the end product (a win) cannot be
guaranteed (Casselman, 2009).

INTRODUCTION
In the NFL, the New York Jets, New York Giants, and Dallas Cowboys have all sold suites in their
new stadiums for over $1 million a year (Miller & Washington, 2010). The New York Yankees top
MLB with the most expensive suites priced at $850,000 (Titlebaum & Titlebaum, 2011). Jerry Jones,
the owner of the Dallas Cowboys, realized the value of luxury seats and had the vision to add an
additional 100 luxury suites to the new Cowboys Stadium, increasing the number from 200 to 300
(Casselman, 2009). In addition to new stadiums or stadiums which have been remodeled to create
additional capacity, more sporting events are being televised either on TV or the internet. These two
factors make it more difficult to sell all of the seats in a stadium (Burton & Cornilles, 1998). During
the 2006-2007 seasons, an average of 7.6 luxury suites per event went unsold at professional sports
venues in the United States (Lawrence, Contorno, Kutz, Hendrickson, and Dorsey, 2007).
The amount of revenue brought in by these luxury seats is significant, which makes it more
important than ever for the sales force to know and understand which sales tactics work and which
do not. The heavy investment required for the purchase of luxury seats has led Bill Dorsey, the
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executive director of the Association of Luxury Suite Directors to say, “Premium seats do not sell
themselves anymore” (Stone, 2004, p.1). For success in sales, it is important for there to be healthy
streams of communication between departments (Lawrence & Moberg, 2009). For example, close
relationships between marketing and ticketing departments can work together to come up with new,
creative way to sell tickets. Legends Premium Services, a joint venture between the Dallas Cowboys
and the New York Yankees, has found that sales are so crucial to survival that they are adding
premium sales training to their list of duties. This new focus will include customer relationship
management systems that will help both teams better reach and understand their customers (Muret,
2011).
When it comes to sports, consumers very rarely “switch teams.” Selling premium seats is not
necessarily about convincing customers to switch from a competitor as much as it is about
maintaining and increasing the level of interest that current customers already have (McDonald &
Shaw, 2005). McDonald and Stavros (2007) in the article titled “A defection analysis of lapsed season
ticket holders: A consumer and organizational study” claimed that when it comes to the sales and
retention of seats, it is less costly to obtain renewals from current customers than it is to attract new
customers.
In order to determine the best way to sell to and retain customers, it is important first to identify
prospective customers. The banking and bank holding industry holds 6.9% of the seating inventory,
which is the greatest percentage of suites in the professional sports industry (Lawrence, Kahler, &
Contorno, 2009). Rounding out the top five industries are attorneys/legal services (6.8%),
television/radio/newspaper (5.8%), insurance (4.4%), and finance/investments (4.3%). Sales teams in
the ‘Big Four’ leagues must know why their potential customer would want to purchase seats.
Businesses choose to invest in involvement in professional sports for reasons including entertaining
clients, building links with business and community leaders, improving employee relationships, and
satisfying the personal interests of senior executives (Slack & Amis, 2001).
Due to the recent recession and current state of the economy, some companies that would invest in
luxury seating are more hesitant to renew. These companies do not want to be perceived as spending
their shareholders’ money on entertainment items (Titlebaum & Lawrence, 2010). Since the banking
industry is the top buyer of luxury seats, it is a very touchy subject due to the bailout money that
some may have received from the government. Because of this, spending in sport hospitality is down
25% (Schoettle, 2009). It is likely that these corporations will not be able to maintain the same
amount of commitment to professional sports as they have in the past, and sport hospitality may
continue to decrease. Luxury seats can be sold as stand-alone items or part of a larger sponsorship
package. According to Sutton (2009), “a suite, if presented and sold as a more aggressive brand
activation platform, can completely differentiate your product.” Offering suites as a form of
advertising may help businesses justify the decision to buy. Some organizations have even allowed
for suite sharing options and single game options. Miller Park in Milwaukee, Wisconsin has seen an
increase in clients sharing a suite and fewer companies entering the suite contract alone (“A
Premium on Innovation,” 2010). At the Air Canada Center in Toronto, twelve of the forty platinum
lounges were combined to form the Chairman’s Suite, a suite that can allow fans and businesses to
have the suite atmosphere with a smaller ticket commitment. Tickets for the Chairman’s Suite are
sold in packs of two, four, or six as compared to purchasing a whole suite (Dreier, 2010). To gain
perspective on the number of suites available in the NBA, NHL, MLB, and NFL and compare the
differences between leagues see Table 1.
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Table 1
Luxury Suites in Professional Sports
League Number
Total
Average
Low
High
Low
High
of
Number Number Number Number Number Number
Teams
of
of
Suites
Suites
Seats
Seats
Suites
Suites
Per
Team
MLB
30
2282
76.06
19
195
8
65
NBA
30
2658
88.60
24
193
10
70
NHL
30
2784
92.80
30
169
4
50
NFL
32
4803
150.09
80
300
7
100
Total
122
12,527
102.68
Source: Association of Luxury Suite Directors 2010-2011 Reference Manual.

Average
Low
Cost of
a Suite

Average
High
Cost of
a Suite

122,116
128,873
121,546
64,552
109,271

256,623
283,270
279,352
246,712
266,489

The purpose of this paper is to gain insight into how professional sports teams plan, conduct, and
evaluate the sales process with regard to the premium seat customer. Times have changed, and
premium seats no longer sell themselves. Selling premium seating is a facet of sales that teams must
master in order to maximize revenue.
METHODS
In order to determine the most effective methods of selling luxury seats, an 85-item questionnaire
with nine sections was drafted. The sections of the survey were created by dividing the sales and
retention process into individual steps. The nine sections addressed: 1) prospecting and qualifying; 2)
pre-approach and approach; 3) increasing interest; 4) presentation and demonstration; 5) negotiation
and handling objections; 6) closing; 7) follow-up; 8) relationship-building tools; and 9) renewal and
retention. The responses to each item were measured using a 5-point Likert type scale (1=most
effective, 5=least effective).
In total, 49 professional sport organizations responded to the survey out of a possible 122 requested
and all of the “Big Four” leagues were represented: MLB (13), NBA (11), NFL (14), NHL (11). Three
respondents were removed from the results because they indicated that they represented an
NBA/NHL shared venue. These results were eliminated from the data analysis to avoid confounding
information.
RESULTS
The purpose of this study was to understand which sales tactics were most and least effective when
it comes to selling luxury seats. The study was also conducted to determine if there were similarities
or differences among the four leagues. Statistics were aggregated to look at the professional sports
industry overall, and then an exploration between leagues was performed. When analyzing
differences between leagues, it was determined that they are more alike than different when it
comes to effective and ineffective sales tactics.
Descriptive Statistics
Overall, the descriptive statistics (Table 2) there is very little difference in perceived effectiveness
levels for the ten variables associated with the prospecting and qualifying process of selling luxury
seats. Results indicated that professional teams perceive referral and word of mouth (M= 1.66,
SD=0.738), up-selling techniques (M=2.30, SD=1.17), database mining (M=2.66, SD=1.39), and
attending networking and social events (M=2.53, SD=1.35) as the most effective ways to find
potential buyers.
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Table 2
Techniques in Premium Seating Sales for Suites and Club Seats
Sample
Standard
Factor
Mean
Deviation
Prospecting and Qualifying
Direct mail
45
3.62
1.46
Referral and word of mouth
45
1.66
.738
Telemarketing
45
3.37
1.61
Up-selling techniques
46
2.30
1.17
Group sales strategies
45
3.66
1.69
Promotions/premiums/giveaways
45
3.13
1.37
Database mining
45
2.66
1.39
Purchasing third party leads
45
3.88
1.69
Use of CRM tools to identify
46
3.17
1.66
prospects
Attending networking and social
45
2.53
1.35
events
Pre-approach & Approach
Gathering/analyzing information
45
1.88
.831
about prospect
Getting to know prospect:
46
2.04
1.05
hobbies, family, college
Prospect's business relationships
46
1.84
.893
E-mail
45
2.17
.960
Phone
46
2.15
.893
Letter
45
3.17
1.17
Personal visit out of the office
45
2.00
1.14
Personal visit non-game day to
46
1.78
1.09
the stadium/arena
Personal visit in suite/seat game
46
1.89
1.13
day
Using group sales department to
45
3.80
1.73
sell inventory
Combining the sale with the
46
2.28
1.24
sponsorship
Prospecting & Increasing
Interest
Systematic plan
44
2.50
1.38
Provide measurement tools that
45
2.66
1.55
show value
Walk prospect through quote
45
2.33
1.14
options
Promote the suite-sharing option
45
2.73
1.49
Create an event that highlights
45
2.42
1.19
hospitality
Customizing product different
45
2.08
1.27
types of prospects
Presentation &
Demonstration
Ensuring the prospect
46
1.67
.944
understands the product
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Presenting the benefits of
ownership apply
Understanding prospect fear and
objections
Demonstrate metrics to value of
the purchase
Negotiating & Handling
Objections
Price negotiation
Maintaining the integrity to
pricing structure
Accepting a lower price
Closing
Start with the close and ask for
the business
Explaining benefits of ROI or
ROO metrics
Offering free trials
Limited time offering
Follow up
Phone call or email
Handwritten note
Brochure mailed with overview of
packages
Note or communication from
player or coach
High-level thank you gift
Relationship Building Tools
Access to other seats for certain
games
Merchandise discounts
Premium seating “tastings”
Premium gifts, ticket delivery
program/special event 46
Making the premium gifts custom
and personalized
Gifts for primary executive or
decision maker
Gifts for suite coordinator
Gift for spouse of executive or
decision maker
Gift for children of executive or
decision maker
Reinvest a specific % of premium
seat sales for gifts
Opportunities to purchase playoff
tickets
Placement of corporate logo
in/near suite
Access to the field/court of play
Right of refusal to other events in
the facility

46

1.67

.920

46

1.71

.958

45

2.42

1.46

45

3.08

1.81

45

2.04

1.06

45

3.33

1.60

46

2.73

1.20

46

2.00

.894

46
45

3.54
2.95

1.68
1.50

46
46

1.71
2.13

.860
1.27

46

2.91

1.22

46

3.23

1.87

46

3.04

1.60

46

2.19

1.49

46
46

2.63
2.15

.852
.893

1.97

.537

46

3.00

1.75

46

2.19

1.14

46

2.43

1.25

45

4.20

1.70

45

3.73

1.76

46

3.60

1.66

46

1.73

.929

46

2.30

1.38

45

1.97

1.28

46

2.19

1.49
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Other events included in price
Networking opportunities with
premium seat owners
Staff interactions with customers
during games
Invitations to private parties with
the team
Pregame "chalk talk" by video
Coordinator or former coach in
the suite
Playing at venue for premium
seat holders
"Behind the scenes" tour before
the game
Premium give away items
Custom and/or autographed
memorabilia
Coach/player appearances in
suite before game
Away game trips
Expenses paid to travel on team
plane for road games
Trip to destination location
Use of suite on non-game day or
pre-game
Memberships to clubs like hotel
and resorts
Parking
Premium seat specific website
Branding in the suite
Renewal & Retention
Renewal reminders (via email,
phone, letter)
Face to face renewal meeting
Leverage records of client
personal preferences
Incentives for early renewal
Renewal web site
Up selling to a product or service
of higher value
Recap of events and amenities
that the client
Execute a successful client
satisfaction survey
Exit interview to gain feedback

46

3.13

2.09

46

2.80

1.27

46

1.93

.611

46

1.97

1.23

46
46

4.36
3.65

1.69
1.88

45

3.84

1.93

46

2.97

1.69

45
46

2.57
1.97

1.21
.802

46

3.10

1.84

46
46

2.45
3.19

1.87
2.24

46
46

3.80
2.45

2.13
1.00

46

4.41

1.74

46
46
46

1.58
3.97
2.41

.652
1.80
1.39

45

2.08

.633

45
45

1.28
2.53

.458
1.27

45
44
44

1.73
4.18
2.61

.889
1.90
1.27

45

2.48

1.30

45

2.60

1.19

45

3.22

1.44

Participants were also asked the best methods for the pre-approach and the approach of these
potential buyers. Six out of the eleven proposed tactics resulted in very similar scores. Personal visits
to the stadium or arena on non-game days was the most effective (M=1.78, SD=1.09) method. A
personal visit to the suite or luxury seats on game day and looking at the prospect’s business
relationships tied for the second most effective way to approach these customers (M=1.89, SD=1.13
and 0.29). Other responses that were also voted effective were gathering and analyzing information
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about the prospect (M=1.88, SD=.831), getting to know the prospect (hobbies, family, college)
(M=2.04, SD=1.05), personal visit outside the office (M=2.00, SD=1.44), and combining the sale with
the sponsorship (M=2.28, SD=1.24). These results show that sales tactics that create a relationship
and make the potential customer feel like part of the organization were most effective. The survey
included six variables under the category of prospecting and increasing interest. This category was
unique in that all nine variables scored about the same, with only a difference of 0.41 between the
means of the most effective and the least effective. Ranked in order of most effective, the results are
as follows: customizing product offering to accommodate various types of prospects (M=2.08,
SD=1.27), providing measurement tools that show value (M=2.66, SD=1.55), using a systematic plan
(M=2.50, SD=1.38), creating an event that highlights hospitality (M=2.42, SD=1.19), walking the
prospect through quote options (M=2.33, SD=1.14), and, finally, promoting the suite-sharing option
(M=2.73, SD=1.49). All of these were found either strongly effective or effective by the survey
respondents, showing little deviation across the teams.
With regard to presentation and demonstration, three out of the four tactics scored very effective.
The most effective was tailoring the demonstration to show how the benefits of ownership apply to
the specific prospect (M=1.67, SD=.920). Ensuring that the prospect fully understands the product
that is being offered came in at number two (M=1.67, SD=.940). It is normal that with such a
significant financial investment, the potential buyer may have fears and objections. Therefore,
knowing and addressing these is the third most effective tactic (M=1.71, SD=.958).
There was a very distinct division between the three options that were offered in the negotiating and
handling objections portion of the survey. The most effective was maintaining the integrity of the
basic pricing structure (a non-negotiable price) (M=2.04, SD=1.06). Price negotiation was the second
most effective tactic (M=3.08, SD=1.81). The last tactic was controversial amongst the responders.
Accepting a lower price under the right circumstances was voted neutral yet had a significant
standard deviation (M=3.33, SD=1.60).
In the closing step of the buying process, only one tactic was deemed effective. Survey respondents
noted that explaining the benefits of the return on investment (ROI) of the customers’ purchase was
the most effective way to seal the deal (M=2.00, SD=.894). All other tactics were ranked as
ineffective.
Similar to the pre-approach and approach category, the results of the follow-up show that personal
relationships are important. The two most effective sales techniques are a phone call, email (M=1.71,
SD=.860), or a handwritten note from the sales person (M=2.13, SD=1.27). The least effective is a
note or communication from player or coach (M=3.23, SD=1.87).
Once the decision to purchase has been made, it is important that the professional organization
treats the customers well and strengthens relationships. In keeping with personal and inclusive
sales techniques, the most effective relationship-builders were the ones that include the customer as
part of the team or organization. The top three most effective relationship-building tools were
parking, (M=1.58, SD=.652) opportunities to purchase playoff/championship tickets, (M=1.73,
SD=.929), and staff interactions with customers during games (M=1.93, SD=.611).
Finally, it is important to retain the customers year after year. Only two techniques were very
effective in doing so: a face to face renewal meeting (M=1.28, SD=.458) and incentives for early
renewal (M=1.73, SD=.889). Six options were rated very similarly in that they were all neutral
(neither effective nor ineffective).
RESULTS BY LEAGUE
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A χ2 test of independence was performed on every question asked in the survey in order to determine
how the practices of each league compare to the others. Because the tables were four-by-two, each
test has three degrees of freedom. Traits whose answers were significant (at the 10% level) are
described below.
Prospecting & Increasing Interest: Create an Event that Highlights Hospitality
The χ2 statistic was 8.47 with a P-value of .037 for this technique. Every responding NFL and MLB
team uses this tactic, as well as ten of the eleven responding NBA teams. However, only seven of the
ten responding NHL teams use the tactic. Among the teams that use this tactic, it is judged to be
reasonably effective, especially by NBA teams. Also, all but one of the seven NHL teams that use
this tactic report that it is effective, although they do not report it as highly effective. Thus, this may
be a moderately useful potential opportunity for the NHL teams that are not using it.
Closing: Offering Free Trials
The χ2 statistic was 6.30 with a P-value of .098. While the MLB and NBA teams heavily used this
tactic, the NFL and NHL teams were divided about evenly between those that do and those that do
not. The review of this tactic’s effectiveness is mixed; revealing no strong reason to recommend
teams adopt this strategy if they are using other, more effective methods.
Relationship Building Tools: Access to Other Seats in Venue for Certain Games
The χ2 statistic was 7.90 with a P-value of .048 for this tactic. Every league except the NFL used this
strategy almost uniformly and gave positive views on its effectiveness. Four of the ten responding
teams in the NFL did not use this approach. This may be due to practical considerations. If the
stadium is sold out for every game, as some NFL venues are, then there are no other seats to
provide. For venues that are not sold out, this could be an effective way to build relationships that
are being missed by some NFL teams.
Relationship-Building Tools: Other Events Included in Price
The χ2 statistic was 12.67 with a P-value of .005. This tactic was heavily used by NBA and NHL
teams, but only used by about half of the MLB and NFL teams. It was judged to be a fairly effective
relationship-building tool. This result might indicate the difference between arena teams and
stadium teams because an arena simply hosts more events (often not even involving sports) than a
stadium does.
Relationship-Building Tools: Away-Game Trips
The χ2 statistic was 7.86 with a P-value of .049. Away game trips were heavily used by the NBA and
NFL, but only moderately used by MLB and the NHL. These scores are judged to be somewhere
between highly effective and effective by all four leagues, indicating a strong contribution to sales
performance.
Relationship-Building Tools: Trips to Destination Location (e.g., Las Vegas)
The χ2 statistic was 15.79 with a P-value of .001. This was the most highly significant difference
among leagues. Most of the responding NBA and NHL teams used trips to destination locations.
About half of MLB teams did, while the large majority of NFL teams did not. The perceptions of its
usefulness match up with its use; while the other three sports find it to be an effective sales tactic,
the three NFL teams who use it gave mixed reviews of its efficacy.
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Relationship-Building Tools: Premium Seat-Specific Website
The χ2 statistic was 14.33 with a P-value of .002. The majority of the MLB, NBA, and NHL teams
used this tactic, while most of the NFL teams did not. However, judging by the mixed reviews on its
effectiveness, it is not clear that this is a crucial tool to be used in relationship building.
DISCUSSION AND IMPLICATIONS
The lack of difference in results between the “Big Four” professional sports leagues demonstrates
that the leagues have more in common than generally accepted. Although each team is selling the
same product, the variables that are different (number of games, success of team, etc.) do not have
much of an effect on the way the product is sold. This is important for teams to understand because
they have a wider range of organizations that do the same thing, therefore giving them more teams
from which to learn. Teams should take this opportunity to work together because, in most cases,
due to the distance between them, they do not see other teams as competitors (unless two teams are
in the same geographic market). By working together, teams across the leagues can strengthen their
sales techniques, which will result in additional revenue for all teams.
Relationships
There were eleven variables included in the survey that were all possible ways to pre-approach and
approach a potential customer. Nine out of the eleven of these variables scored as either very
effective or effective. The other two were ineffective. All nine of the techniques that were considered
effective were techniques in which a personal relationship was formed and developed with the
potential customer. This included learning about the customer (e.g., hobbies, family, business
relationships), personal e-mails and phone calls, and visits either at the potential customer’s office, a
neutral location, or the stadium or arena. The theme of personal relationships was apparent
throughout several of the categories that were part of the survey: prospecting and increasing
interest, follow-up, relationship building tools, and renewal and retention. These results make it
clear that customers like to feel as if they are part of the organization or members of the team, not
just one of the thousands of fans filling the seats each night. Teams should look to capitalize on this
aspect by personally contacting their clients, planning events that allow the clients to feel like “part
of the team,” such as access to the locker room and playing field, and customizing their experiences.
The results that were rated as the most ineffective were the options that made the customer feel like
a number instead of a part of the organization. These extremely impersonal tactics included direct
mail solicitation, using third parties to create leads, telemarketing, sending letters, mass-printed
brochures, and a pregame “chalk talk” done via video. Teams considering using these variables
should not waste their money based on the negative reactions of others within the industry.
Relationship-Building Tools
Representing the bulk of the survey, the relationship-building tools category followed the leading
trends. These trends included: 1) little difference between the “Big Four” professional sports leagues
and 2) an emphasis on the relationship between the customer and the organization. Four out of the
seven highest-ranking tools dealt specifically with making the customer feel as if he or she was part
of the team. These tools (all-expense paid trip to travel with the team for road games, private trips to
away games, invitations to private parties with the team, and access to the field/court of play)
literally put the customer in the shoes of the players and top staff. By making a significant
investment in the team, these customers want to feel that they are extremely important and not just
random fans in the “nose-bleed” section. The sport industry is unique because the final product is
beyond the control of the sales executives. In order to ensure that customers maintain their loyalty
whether the performance on the field or court is good or bad, the sales staff must make the return on
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the customers’ emotional and personal investments strong enough that they will not feel compelled
to leave.
Trends
Teams are always trying new tactics and techniques to bring in and retain customers. The survey
results show that there are a few emerging trends in the industry. Most of these are relationshipbuilding tools that should be considered by teams who do not already use them.
The trend that was deemed most effective was an all-expense paid trip to an away game with the
team. It is noteworthy that only 32 of the 49 teams surveyed currently offered this amenity. These 32
teams rated this as very effective (M=1.47, SD=0.21). This option can be difficult for some teams to
coordinate due to the significant cost and insurance issues. If teams can combat these issues, it is
strongly recommended that they begin inviting luxury seat holders to away games immediately.
Of the teams that were surveyed 28 responded positively to sending their luxury seat holders on
trips to destination locations such as Las Vegas. For those teams who do, it was considered effective
(M=2.01, SD=0.46). By offering luxury seat holders the opportunity to go on these trips, the seat
holder can both feel closer to the team and also network with other businessmen and women who are
season ticket holders. By offering these kinds of trips, the customer can feel connected to the
organization in ways other than the actual games.
Some teams are starting to create a website dedicated to luxury suites to separate the seat holders
from the other regular fans. Thirty out of the 49 teams are using this and find it effective (M=2.45,
SD=0.31) at this time. This can be a relatively low cost way to make the “big spenders” feel different
than the other fans. Not only will implementing a website make life easier for luxury seat holders,
but it will also allow them to feel that they are part of an elite, exclusive group. The website would
allow them to find all of the information that they need, contact staff regarding and comments or
concerns, and take care of business matters regarding their seats.
Similar to the other trends that allow the luxury seat holders to stand out from the rest, allowing
these ticket holders to play a personal game at the venue (M=2.46, SD=0.30) is emerging as an
effective relationship-building tactic. Although logistically difficult, if arrangements could be made,
it could be a great future selling point of luxury seats based on previous success.
The final emerging trend is in the renewal and retention category. For those 29 surveyed teams who
have a renewal-specific website, this feature is effective (M=2.33, SD=0.38). The objective of this
website is to have a seamless and relatively simple way of allowing the luxury seat holders to renew
their seats year after year. By going online to a website, the seat holder can express his or her wishes
to renew their seats for the next season without having to fill out lengthy paperwork. However, while
the website should ease the renewal logistics for premium seat buyers, the sales force for a
professional sports team must keep in mind that it is their personal relationships with these buyers
that are most crucial to fostering renewals.
FUTURE RESEARCH
It is not enough to know how teams sell their inventory of luxury suites. As the body of knowledge
increases in suite sales, there are countless possibilities for building a greater understanding of the
market. This is research into the consumer of luxury seats to determine what sales strategies are
most effective in the purchase luxury seats today. This information could empower sales budgets
using resources more effectively.
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CONCLUSION
In a society where budgets are tightening everywhere, it is important that both professional
sports teams and potential luxury seat holders spend their money in the best possible way.
Via this research, the effectiveness of various sales techniques has been quantified and
summarized. Professional sports teams can learn which activities to cease immediately and which
ones to begin. Overall, results show that building relationships with these seat holders is
important. The goal of those who sell is to make the ticket holders perceive that they are a
part of the team and organization and that they are considered important to part of the team.
IMPLICATIONS FOR MARKETING PRACTITIONERS
Simple and direct takeaways for practitioners
1. Direct mail, pre-game chalk talks have little or no effect on selling suites.
2. A non-game day visit as a test drive is a very effective approach. It is like going to the
factory to see where the cars are made.
3. Premium experience is the product not the sporting event. This experience is true for all
four major sports.
4. The marketers think that the customers need understanding of the product, benefits, and
return on investment. But it is difficult to show the return on investment.
5. Phone and email are the most effective way to start a relationship with a client. Referrals
of current customers are solid leads.
6. Parking is by far the most effective “perk” as a premium suite holder. It is called “street
to the suite”. Both access to playoff tickets and premium gifts are in the top three most
effective perks.
When it comes to the potential ticket holders, make them feel welcome and convinced that
professional sport is the right place to put their entertainment dollar. Professional sports teams
must learn who their customers are, what their needs are, and how they can address them. By
showing the customer that their return on investment will in turn help their businesses, professional
sports teams can keep bringing in millions of dollars.
In addition, the economy continues to fluctuate. The purchasing of club box, suites, and premium
seating is perceived to be a “luxury” for many high-ranking executives in companies’ organizational
charts. It would behoove everyone involved, if the purchase of the product to understand the benefits
to the key stakeholders in the organizations.
REFERENCES
ALSD 2010-2011 Annual Report (2010), Cincinnati, OH: Association of Luxury Suite Directors.
“A Premium on Innovation” (2010), Sports Business Journal, November 1,
http://www.sportsbusinessdaily.com/Journal/Issues/2010/11/20101101/SBJ-In-Depth/Apremium-OnInnovation.aspx?
Burton, Richard and Robert Cornilles (1998), “Emerging Theory in Team Sport Sales: Selling Tickets
in a More Competitive Arena,” Sport Marketing Quarterly, 7 (1), 29-37.
Casselman, Ben (2009), “Lucky Strikes Out,” The Wall Street Journal, March 6,
http://online.wsj.com/article/ SB123630159510147111.html.
Dreier, Fred (2010), “Toronto’s Chairman’s Suite Is Latest NHL Arena Project Offering Luxury for
Less,” Sports Business Journal, November 1–7,

11

Journal of Applied Marketing Theory
Vol. 5 No. 1, Page 1-13, July 2014

ISSN 2151-3236
http://www.sportsbusinessdaily.com/Journal/Issues/2010/11/20101101/This-Weeks-Issue/TorontosChairmans-Suite-Is-Latest-NHL-Arena-Project-Offering-Luxury-For-Less.aspx?
Lawrence, Heather, Ron Contorno, Amanda Kutz, Haynes Hendrickson, and William Dorsey (2007),
“Premium Seating Survey,” May, Ohio University Center for Sports Administration, Ohio
University, Athens, OH.
Lawrence, Heather, James Kahler, and Ron Contorno (2009), “An Examination of Luxury Suite
Ownership in Professional Sports,” The Journal of Venue and Event Management, 1 (1), 1-18.
Lawrence, Heather and Christopher Moberg (2009), “Luxury Suites and Team Selling in Professional
Sports and Team Selling in Professional Sport,” Team Performance Management, 15 (3/4), 185-201.
McDonald, Heath and Robin Shaw (2005), “Satisfaction as a Predictor of Football Club Members’
Intentions,” International Journal of Sports Marketing and Sponsorship, 8 (1), 11-21.
McDonald, Heath and Constantino Stavros (2007), “A Defection Analysis of Lapsed Season Ticket
Holders: A Consumer and Organizational Study,” Sport Marketing Quarterly, 16 (4), 218-229.
Miller, Richard, and Kelli Washington (2010), Sport Marketing 2011. Loganville, GA: Richard K.
Miller & Associates.
Muret, Don (2011), “Legends Adds Premium Sales Training,” Sports Business Journal, January 1016, http://www.sportsbusinessdaily.com/Journal/Issues/2011/01/20110110/Facilities/Legends.aspx
Plunkett Research, Ltd (2011), Introduction to the sports industry, Plunkett Research. Retrieved
from http://www.plunkettresearch.com/sports-recreation-leisure-market-research/industry-trends
Schoettle, Anthony (2009), “Sales of luxury suites slow at most Indianapolis sports venues. Indiana
Economic Digest, October 17,
http://www.indianaeconomicdigest.net/main.asp?Search=1&ArticleID=50449&SectionID=31&SubSe
ctionID=276&S=1
Slack, Trevor and John Amis, (2001), “Sport Sponsorship,” in Integrated Marketing Communications,
D. Pickton and A. Broderick, eds. London: Financial Times-Prentice Hall.
Stone, David (2004), “Best Seats in the House,” Stadia, January 7, www.stadia.tv/archive.
Sutton, William (2009), “Activating a Suite: Contemporary View of a Traditional Product,” Sports
Business Journal, February 2-8, http://www.sportsbusinessjournal.com/article/61434.
Titlebaum, Peter and Heather Lawrence (2010), “Perceived Motivations for Corporate Suite
Ownership in the ‘Big Four’ Leagues,” Sport Marketing Quarterly, 19 (2), 88-96.
Titlebaum, Peter and Debra Titlebaum (2011), “MLB Teams Score Big in the Suite Market,” SEAT,
20 (2), 71-73.
ABOUT THE AUTHORS
Peter Titlebaum, EdD, is a professor of sport management at the University of Dayton. His
research focus includes luxury suites sales and sponsorship activation.

12

Journal of Applied Marketing Theory
Vol. 5 No. 1, Page 1-13, July 2014

ISSN 2151-3236
Ronald Dick, EdD, is an associate professor of sport marketing at Duquesne University in the
School of Business. He has 15 years of experience in the NBA with the Philadelphia 76ers and New
Jersey Nets.
Kim Feldmann holds an MBA from the University of Dayton and is now manager of ticket servicing
at The Ohio State University.
Robert Davis, Ph.D., is an associate professor in statistical process control, environmental
statistics at Miami University, Hamilton Campus.

13

